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The main purpose of this study is to explore the sources and consequences of 
media’s brand equity, then to construct the comprehensive value chain of media’s 
brand equity. On the basis of the relative theories and studies overview, the author 
proposed the influential model of media brand. The model supposes the media’s brand 
equity comes from media’s content quality, credibility and ability, and the building of 
media’s brand equity acts on the media’s influence on audience and the advertisers’ 
media purchase. 
This study mainly used the questionnaire survey to gather the data, and utilized 
SPSS16.0 and LISREL8.51 software to analyze the data by two steps: the first step is 
simplifying and improving the main variables’ measuring scales through the 
exploratory factor analysis and confirmatory factor analysis; the second step is testing 
the influential model and relative hypotheses through the structural equation modeling 
analysis. 
The result showed: 1）The variables of media content quality, media brand equity 
and media influence are all constituted by multi-dimensions, and every dimension is 
measured by 2-4 indexes. The media content quality includes three dimensions, that 
are information offering (something informative, something new, something 
refreshing), attractiveness (moving, interesting, absorbing), production values (well 
intended by the producer, well made, good visuals). The media brand equity includes 
three dimensions too, that are brand loyalty (preference, the first choice, loyalty 
inclination), perceived quality (overall quality is high, quality is better than 
competitors), brand awareness/association (ease of recalling symbols, familiarness, 
knowing well about content, strength of association). The media influence is 
constituted by attention (paying attention, contacting frequency), the influence of ad 
message (believing ad message, buying the brands of ad), and the influence of news 
message (being the sources of information, being helpful to analyze affairs). And 
media credibility, media ability and advertisers’ media purchase belong to the 
one-factor variable. The media credibility is constituted by objectiveness, accuracy, 















size, technology, market leading position, and history. The advertisers’ media 
purchase is constituted by the evaluation of media’s ad value, the intendance to launch 
ad, and the expenditure of ad. 2) The media content quality and credibility affect the 
formation of media brand equity directly, and then affect the strength of media 
influence and the advertisers’ media purchase indirectly which is mediated by the 
media brand equity, and the media credibility is the most important effecting factor. 
The media ability doesn’t affect the formation of media brand equity directly, but it is 
the direct effecting factor of media’s influence and advertisers’ media purchase. 3) 
The media brand equity affects the strength of media influence directly, and affect 
advertisers’ media purchase indirectly which is mediated by the media influence. The 
media influence affect the advertisers’ media purchase directly. 4) The influential 
model of media brand is tenable in three media types (television, newspaper, and 
network).  
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第一章 绪 论 
 1












领域已被激烈争夺的受众。根据摩根士丹利（Morgan Stanley）2008 年 7 月发
布的《中国传媒报告》：中国现有 9500 多份杂志，2000 多份报纸，3000 多个电
视频道；而中国互联网络信息中心（CNNIC）2009 年 1 月所发布的《中国互联网
络发展状况统计报告》显示：截至 2008 年底，中国境内的网站数已达到 287.8 万




示，从 2003 年到 2008 年，中国城市居民的平均每日媒体接触的时长基本维持在
300 分钟左右，其中除了上网时间呈上涨趋势外（中国城市居民平均上网时间从 
2003 年的 28 分钟上升到 2008 的 72 分钟），其他传统媒体的受众接触时间每















从 188 分钟下降到 179 分钟，阅读报纸的时间从 46 分钟下降到 35 分钟，收听

















国平均每户收看的电视频道只有 12 个左右，并且在这 12 个左右的偏爱品牌中，
一部分品牌也会比其他品牌吸引的受众更多（McDowell，2005）。 




































































何累积或加强的实证研究还很少（Rhee, Kim & Shim，2009）。 
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